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Abstract

The purposes of this study were to 1) compare the perceived brand equity of OTOP
Product Champions of Phitsanulok Province between Thai male and female travelers in
Phitsanulok Province and 2) analyze the relationship between the perceived brand equity of
OTOP Product Champions of Phitsanulok Province (the brand awareness, brand associations,
brand perceives quality and customers’ loyalty) and the purchasing decision of the Thai
travelers in Phitsanulok Province. The data were collected by questionnaires, were drawn
from 385 respondents. The statistical methods used for data analysis were descriptive
statistics include mean and standard deviation, and independent t-test and correlation
analysis method in hypothesis testing at a statistical significant level of 0.05. According to the
study, we found 1) there is no difference between Thai male and female travelers in
perceived brand equity of OTOP Product Champions of Phitsanulok Province and 2) the
relationship between brand awareness, customers’ loyalty of brand equity of OTOP Product
Champions of Phitsanulok Province and purchasing decision of the Thai travelers in
Phitsanulok Province were medium-high with Pearson’s correlation coefficient 0.492 and
0.415 respectively and the relationship between brand perceives quality, brand association
of brand equity of OTOP Product Champions of Phitsanulok Province and purchasing decision
of the Thai travelers in Phitsanulok Province were medium-low with Pearson’s correlation

coefficient 0.274 and 0.253 respectively.

Keywords : Brand equity, OTOP Product Champion, Purchasing decision
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